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括“多喝水”的 TOWS 分析，营销战略的制定，营销组合策略的制定，销售管理和团队的提升等。 
 













The high growth of Chinese economy improves the consumer’s living quality dramatically, which 
incentive the demand of many industries. The domestic beverage industry has enjoyed a high growth in the 
recent 20 years, the large market size and high profit make it a sparkling new star of the food industry, among 
the various products, bottled water is the fastest in growth. Many international and domestic companies aim 
at this industry, Dannon has merged Wahaha and Robust several years ago, tries to monopoly the whole 
Chinese bottled water market, many domestic companies are entering this industry, By 2000, Wahaha, Robust 
and Nongfushanquan have been the strongest brands, regional brands such as Yibao, Yili and Gentin are in 
the secondary group, they develop the regional market carefully, they also have strong strength, at the same 
time, the small bottled water manufacturers have some share in regional market.  
The regional brands of bottled water are undertaking pressure from the famous brands and small 
manufacturers that never build brand. They are in a hard situation, how to break through the surrounding, 
how to found a solution in marketing, is a meaningful discussion for the survival and development of this 
kind of company.    
The market share of “more water” is shrinking, the sales is decreasing, it is facing a serious time. The 
only way to survive and develop in the beverage market is renovation, a feasible and far-sighted marketing 
strategy is the key. This paper engages in the discussion of “more water” s marketing strategy, tries to find a 
breakthrough strategy, and hope it give some suggestion and enlightenment to the same kind of companies.   
This paper includes four parts, part 1 is the brief introduction of Vedan and “more water”; part 2 includes 
the industry analysis of bottled water, beginning with the brief introduction of this industry, following is the 
market structure of this industry; Part 3 is the key content of this paper, including the OTWS analysis, 
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第一章  “多喝水”面临的主要问题 
第一节  公司概况① 
味丹集团于 1954 年在台湾成立。50 年来，味丹专注于发酵技术领域，不断进取，在大规模发酵
与酶微生物技术、淀粉转换处理技术、化学与电化学技术等方面形成了自己的核心技术。现在，味丹
是亚洲区内以发酵技术生产氨基酸产品、食品添加剂及淀粉工业产品的领先生产商。 
味丹国际是味丹集团的子公司，于 2003 年 6 月在香港联合交易所主板成功上市，标志着味丹集
团业务发展进入一个新纪元。目前味丹国际下属有 4 家全资子公司，包括味丹越南、Orsan 越南、味
丹厦门、味丹上海。味丹国际的产品除味精外，还包括味丹鸡精、高鲜味晶、赖氨酸、其他氨基酸及
复合调味品系列、饮料等。 
茂泰食品（厦门）有限公司系台湾味丹国际的子公司，注册资本 1500 万美元，投资总额为 2980
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“多喝水”的四年业绩状况见表 1 和图 1： 
 
表 1：“多喝水”四年的销售业绩统计表 
 1－9 月份总额（万元） 全年总额（万元） 
2001 1296 1564 
2002 1529 1794 
2003 1689 1971 
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第二章  瓶装水行业分析 
第一节  瓶装水行业的基本情况 
一、中国饮料行业概况③ 
我国饮料工业在 1982 年列为国家计划管理产品，目前具有一定规模的饮料企业有 790 多家，拥
有 14 万职工，年销售收入 400 多亿元，年创利税 40 多亿元。全国饮料总产量保持持续稳定增长，1980
年不足 30 万吨，1990 年猛增到 330 万吨，到 2000 年为 1491 万吨，20 年增长 50 多倍，平均年增长速





中，碳酸饮料 461 万吨，占 31%，退居第二位，瓶装饮用水 554 万吨，占 37%，跃居第一位；茶饮料







其产量合计 613 万吨，占当年全国饮料总产量的 41%。饮料生产将进一步向大企业、优质品牌集中。 
我国饮料工业经过多年高速发展获得佳绩，但与发达国家相比，还有较大差距。目前我国饮料人
均消费量约 12 公斤/年，为世界平均消费水平的 1/4，是发达国家速消费水平的 1/24；果汁及果汁饮料
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中国瓶装水市场规模约为 600 万吨、80 余亿元(注：中国饮料协会不完全统计公布的数据为 300






自 1996 年起，连续 5 年，娃哈哈水已高居第一品牌之位，成为瓶装水行业的 大赢家。娃哈哈
2000 年纯净水销售近 20 亿元，市场占有达 25％，年成长率超过 40％，且利润不菲。在东北、西北、
中南等区域，娃哈哈水的市场份额更高达 40％～60％，几乎处垄断地位。娃哈哈水多年年的高速成长
来自于广告效果的累积、网络建设和控制以及充分享受行业成长的成果。 
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